October Newsletter

There's nothing like Produce in Fall

The weather is getting cooler and summer is but a distant memory. But there is plenty to
get excited about in the world of produce during the fall season. There's Halloween &
Thanksgiving celebrations, there's football & hockey get togethers, the Grey Cup & postseason baseball AND the cold weather menu planner comes out of the cupboard.
This is the start of the fourth quarter, time to bring it home. No time for complacency,
polish up your root vegetables and unwrap your citrus fruits, this is produce baby, it's time
to show the rest of the food departments what we're all about!
In this, the inaugural Execulytics newsletter, you'll be introduced to our new feature called
Produce Moneyball. In this section you will get the inside scoop on key fall time items
leading to statistically calculated cost predictions. You won't find this any place else.
You can also check out That's what she (and he) said. We can learn a lot about
consumer behavior simply by asking the consumers. The Execulytics consumer panel has
a lot to say and this is your place to find out what they're saying.
Lastly, whether you work in production, buying, selling, logistics or retail, the 'stuff' of our
business happens in stores. A review of that stuff from time to time is helpful if we want to
stay on top of what's happening. In Store Tours we detail some of the stuff we are seeing.

Produce Moneyball
First, let me introduce you to the concept of Produce Moneyball. Have you ever
heard of Billy Beane? He is the baseball executive who popularized the idea of
winning by using advanced analytics. He would predict player performance and
create an on-field advantage by studying the math. His methods were immortalized
in the movie Moneyball starring Brad Pitt as Billy Beane. In Produce Moneyball, we
use advanced analytics to predict product costs and create an in-store advantage. If
there are any actors in the audience, I am taking requests on who gets to play me in
the upcoming Produce Moneyball movie.
For Produce Moneyball to work, we plot historical, weekly average FOB costs onto
a chart, then determine the long-term direction of those costs by inserting a trend
line. Average seasonal variability impacted by the long-term costing trends will
yield future cost predictions. It's just that simple. It's like money in the bank. A word
of caution though, unpredictable situations like a celery juicing craze can throw
these predictions out of whack, so use with caution. Enough of the preamble, let's
get into Produce Moneyball. This month we are going to predict the costs of
Raspberries, Peru Sweet Onions and Hachiya Persimmons, all November
favorites.

12x½ Pint Raspberries
November ends up being one of the best months of the year to focus on Raspberries.
With some of the other berries waning in supply, raspberries offer the perfect Autumn
opportunity. Judging by the ten-year cost history and the downward sloping trendline, it
looks like raspberries are also becoming more affordable over time.

That's good news for those who enjoy raspberries and want their fruit to cost less. It's
even better news if you're in the raspberry selling business. November is a great time to
sell raspberries. And there's nothing wrong with getting an information advantage over
your competitors using a little Produce Moneyball. The next chart is that advantage. It
shows the predicted FOB cost for raspberries between weeks 45 and 48 this year.

40lb. Peru Sweet Onions
Once summer becomes barely a memory with visions of Vidalia and Walla Walla fading
away, there's nothing left but the crying, right? Not so fast, because Peru grows a mighty
tearless onion as well. Predicting the future of this off-season gem would be a good thing.

This cost line looks a bit like a roller coaster at my favorite amusement park. But it's also
telling. It tells me all I need to know to predict this year's costs. But I won't tell anyone, if
you won't. Here's a hint, think $18.50 FOB.

-

18-ct Hachiya Persimmons
Raise your hand if you have ever offered your friends an unripe hachiya persimmon as an
exotic treat. Why am I the only one raising my hand? If you have no idea what I am talking
about, try it yourself, as previously mentioned, it's quite an exotic treat. For fans of hachiya
persimmons, November just isn't November without its gushy sweetness. But what has
the yummy hachiya been up to over the last ten-years?

It looks like a little bit of inflation, but nothing too significant. If you want to do something
big with hachiya persimmons, wait until the end of the month, we predict lower costs by
then. Just make sure they are ripe when you eat them!

If you like Produce Moneyball, you might also like the
2020 Produce Almanac, the most comprehensive,
quantitative analysis of the produce markets available.
Click the button to find out more.

PRODUCE
ALMANAC

That's what she (and he) said
The Execulytics consumer panel is over
300 people strong and made up of
shoppers from coast to coast. What makes
the panel so valuable is they have a lot to
say and when they speak, we listen. If you
want to know about shopping habits, ask
the panel, if you want to know about
product preferences, ask the panel, even if
you want to know how much they know,
ask the panel. But more than anything, the
panel loves eating produce. Keep that in
mind if you ever have a product that you
want tested. This month, we'll look at the
basic question of produce consumption.

Produce consumption falls below
recommended amount
The Execulytics panel was asked very simply, how many
servings of fruit and vegetables do they eat on an average
day. The answer, in not so many words was not enough.
Our industry works very hard to promote the idea of fill half
your plate with fruits and vegetables at every meal. Sadly,
this research shows we are moving in the wrong direction.
Differences between women and men were negligible but
there was a strong relationship with age. The younger
panelists reported a higher daily consumption than did
the older panelists. Most interesting though was the
relationship between frequency of grocery shop and
produce consumption. If we can get people shopping
more, we might be able to solve the issue.

The trick then, is getting customers into the grocery store more frequently. But not so fast,
there is more to it than that. We also asked them what could be done to prompt increased
produce purchases. The answers are more of a confirmation of what we already know
than they are revelations. But it least it's a roadmap of what we need to do.

The customers have spoken. Lower prices and higher quality will entice them to buy more
produce. Getting them in the store more frequently won't hurt either.

Harness the power of consumer intelligence
If the Execulytics Consumer Panel can help your organization accomplish your customer
goals click on the button to learn more.

Find out more

Store Tours

You can almost feel the rubber hitting the road. At Execulytics, we make it our business to
be in the stores. This section gives you a sneak peak into some of the things we're seeing.

Ontario

Organic makes waves in
discount
In Ontario we are seeing the organic
movement coming to the discount segment
in a big way. It's not unusual to see full
sections of the produce department
devoted to organics. This is a departure
from the past, where price focussed
banners would best be described as
'dabbling' in Organics. As you can see
from the pictures, even the discount
banners are merely dabbling no more. If
you sell Organics, the Ontario discount
market could be your new frontier.

California

Fall merchandising is alive and well in this California based Sprouts Farmers Market store.
This is the sight a customer will see as they walk through the door. If they didn't consider
fall decorating yet, they sure will now. I see seven different pumpkin varieties, all with a
different retail price point. Now that's using your 4 Ps to drive sales. Respond back with all
seven varieties in the picture and I'll send you the results of a recent Execulytics
Consumer Panel survey.

If there are elements of this newsletter that you think could become a custom service for
your organization, drop me a line, I am available to discuss your business needs. Feel free
to forward this email to your colleagues and encourage them to subscribe by sending their
name and email address to info@execulytics.ca or by signing up at our website
execulytics.ca
Sincerely,
Managing Partner

Mike Mauti

Execulytics Consulting
Execulytics is a consulting company catering to the produce
supply and retail industries. Our signature products include the
Retail 101 Seminar, Canadian Benchmark Services and the
Produce Almanac. Visit execulytics.ca to discover what
Execulytics can do for you.
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